Calls for continued research regarding the racial dynamics of consumption and market processes highlight gaps in our understanding of how racial subjectivities are This work is steered by the overarching question: how are issues regarding race, Black community and digital content implicated in experiences of media and marketplace marginalisation and resistance? Our paper procedes with writing about racial identities and inequalities in the marketplace, as well as the concept of the oppositional gaze (hooks 1992) and discussion of Black digital contexts (Brock 2012; Byrne 2007; Cottom 2016; Everett 2008; Gray 2016; Jackson 2016; Steele 2016; . Following on from that is reflection on the notions of digital re-embodiment (Belk 2013) and blurred boundaries between online media production and consumption (prosumption) (Ritzer and Jurgenson 2010) . Subsequently, the methodological approach is detailed, and thereafter is analysis of interview participants' perspectives. 
revealed that in 2017 there were whole months when not a single Black person was featured on the cover of Britain's best-selling magazines. Such observations foreground that in comparison, white identities are commonly depicted and treated as a social norm (Davis 2018) . Additionally, the work of Gopaldas and Siebert (2018) emphasises how global marketing imagery mirrors the intersectionality of structural marginalisation, such as the interdependent effects of racism and sexism which result in inter-racial and intra-racial social hierarchies (Bailey and Trudy 2018; Crenshaw 2017) .
When Black women do become visible in British media and public arenas, they are prime targets for backlash. One case in point is that Labour MP -Diane Abbott, faced nearly 50% of all online harassment aimed at women who are members of Sobande, F., Fearfull, A., and Brownlie, D. (Forthcoming, 2019 ) "Resisting media marginalisation: Black women's digital content and collectivity" -to be published in Consumption Markets & Culture.
parliament, prior to the 2017 British election (Dhrodia 2017) . Another study suggests that Black women are 84% more likely than white women to be mentioned as part of abusive comments on Twitter (Amnesty International 2018) . Work, such as that of Lindridge, Henderson and Ekpo (2015) , maintains the urgent need for wider understanding of the entanglement of racial identities, online settings, and the everyday lives of people. Moreover, Grier, Thomas and Johnson (2019) stress the pertinence of continued studies of issues to do with race and the marketplace, particularly beyond a US setting. Our paper responds to such calls and explores how omnipresent commercial agendas are enmeshed with the everyday online encounters of Black women in Britain.
The porous and interlocking qualities of identities, communities, the internet and consumption, have been the subject of extensive studies, including Scaraboto and Fischer's (2013) research on how influential online 'plus-size' bloggers altered the fashion marketplace. As another systemically marginalised 'consumer group', Black people have turned to the internet in an attempt to avoid and resist discrimination and exclusion that they may experience in offline media and consumption settings (Everett 2008; . Still, cyberspace is a hive of activity within which the complete suspension of racial identification and racist imagery is not possible (Brock, Kvasny and Hales 2010; Byrne 2008; Daniels 2009; Noble 2018) .
Throughout our work, we use the terms 'mainstream media' and 'mass-media', in reference to high-profile corporate media outlets and content. We acknowledge the contested nature of these concepts, given that online content produced by non-media and non-marketing professionals is continually incorporated into prominent media and marketing endeavours. Our related use of the word 'spectator' is premised on the spectacular quality of media (Debord 1987) , which can promote dominant ideologies Sobande, F., Fearfull, A., and Brownlie, D. (Forthcoming, 2019 ) "Resisting media marginalisation: Black women's digital content and collectivity" -to be published in Consumption Markets & Culture.
embodiment of a person is connected to various digital dimensions, such as selfrevelatory social media practices and the co-construction of self. Influenced by Belk's (2013) research and a rich body of studies of Black digital activity (Brock 2012; Everett 2008; Cottom 2016; Gray 2016; Jackson 2016; Steele 2016) , our paper explores identity work involved in the online experiences of Black women in Britain. It relates to issues regarding marginalisation, resistance, and a transnational Black experience.
The twenty-first century marketplace is one where distinctions between consumers and producers are often unclear (Ritzer and Jurgenson 2010) , resulting in the terms 'prosumption' and 'prosumers'. Such concepts are exemplified by the rise of online micro-celebrities and influencers (Abidin 2018; Cocker and Cronin 2017) , including those who produce popular and profitable digital content related to their consumption habits. In recent years there has been acknowledgment of growing brand interest in the digital output of Black online users, whose work sits at the overlap between production and consumption. For example, influential Black content creators were invited to participate in the YouTube Black summit in Los Angeles in 2016.
Despite indication of how the online media habits of Black people are being noted by industry professionals, academic examination of this phenomenon, via the lens of marketplace and consumption studies, is still in its relative infancy. Thus, our work addresses associated issues.
Methodology
Our methodological approach maintains that an individual's life is socially constructed and influenced by myriad meaningful and interconnected experiences (Goulding 2005) , of and with people, places and power. Consequentially, we draw on semi-structured Sobande, F., Fearfull, A., and Brownlie, D. (Forthcoming, 2019) "Resisting media marginalisation: Black women's digital content and collectivity" -to be published in Consumption Markets & Culture.
interviews, which aid analysis of how a person's sense of self is impacted upon by selfreflection, their interactions with other people, as well as sociocultural institutions. The first-named author conducted in-depth interviews with 23 Black women (19-47 yearsold) of African and Caribbean descent; six of them identified as mixed-race. All participants chose pseudonyms, as part of efforts to maintain their anonymity.
In addition to Black women who relocated to Britain from Africa and the Caribbean (n=9), those interviewed included Black women who were born in Britain (n=13), and one who moved to Britain from elsewhere in Europe (total n=23). To recruit the participants, emails were sent to organisations and groups in Britain concerned with race, gender, and African-Caribbean people. Information was also circulated among family and friends, resulting in four participants, all of whom had only been met briefly prior to their interviews. Although this paper focuses on the words of 10 of the interview participants, such views expressed have been singled out for inclusion because they epitomise dominant sentiments or discourses that emerged across the interviews.
In line with feminist methodologies, that the first-named author has personal experience of the research subject (as a Black and mixed woman) is regarded as being beneficial to this work (Bobo 2001; Woodruffe 1996) . Such an 'insider/outsider' (Collins 1986; Sekhon and Szmigin 2011) position facilitated a level of intimacy, which prompted some of those interviewed to use words such as 'we' and 'us', while gesturing to the research interviewer. Echoing the view of scholars such as Kilomba (2010) and Maynard (2002) , and without denying the value of research conducted with mixed gender/racial groups, we maintain that this matching between the research interviewer Sobande, F., Fearfull, A., and Brownlie, D. (Forthcoming, 2019) "Resisting media marginalisation: Black women's digital content and collectivity" -to be published in Consumption Markets & Culture.
and those spoken to can mitigate certain potentially exploitative research power dynamics.
As the initial focus of the research was on Black women's television viewing habits, discussions about digital media iteratively emerged. Given that 21 participants were under 33 years-old and had grown up with the normalisation of new technologies and social media (Parsons 2009) , it is perhaps unsurprising that an emphasis on online activity surfaced. More generally, interviews involved identifying participants' everyday encounters with both overt and covert forms of racial and gendered stereotyping (Fearfull and Kamenou 2010) .
Interview transcription and analysis involved the research interviewer recording participants' verbatim statements and para-linguistic mannerisms (Hycner 1985) . The open-coding thematic analysis of transcripts was guided by a theoretical framework based on critical studies of race, media, the internet and the marketplace (Burton 2002; Collins 1986; Cottom 2016; Gabriel 2016; Gray 2016; Hall 2011; Jackson 2016; Noble 2018) . Such an approach involved analytically combing through transcripts as part of the generation of codes and categories. Engagement with threads that ran between the narratives of interview participants revealed key themes related to how their identities as Black women shape their engagement with media and vice versa.
Discussion of findings
Findings have been categorised thematically and are examined in the following sections: (1) Recognising media marginalisation: searching for Black British women (2) Responding to media marginalisation: glocalising Black American online narratives, (3) Sobande, F., Fearfull, A., and Brownlie, D. (Forthcoming, 2019 ) "Resisting media marginalisation: Black women's digital content and collectivity" -to be published in Consumption Markets & Culture.
Resisting media marginalisation: re-embodied collectiveness and corporate co-optation, and (4) Reworking mainstream media: from the digital screen to the television industry.
Recognising media marginalisation: searching for Black British women
All of the interview participants mentioned their efforts to avoid certain media outlets which they feel distribute stereotypical images of Black women and uphold racist and sexist ideologies. This notion included many dismissing the British Broadcasting Corporation (BBC), as well as magazines. As will be further unpacked, participants' dismissal of mainstream media was often part of broader and strategic attempts to seek out images, of and by Black women, elsewhere (Sobande 2017 Such remarks suggest the need for marketers and media professionals to comprehend the particularities of race, ethnicity, diaspora and cultural identity, when trying to appeal to audiences that are often exclusively categorised as 'Black'. If they ignore a need on the part of Black women (or men), it should then come as no surprise that such individuals cast their spectatorship net further than the mainstream, thereby arguably trying to cope with their mass-media marginalisation, by curating and creating content on their own terms.
Responding to media marginalisation: glocalising Black American online narratives
Sobande, F., Fearfull, A., and Brownlie, D. (Forthcoming, 2019 ) "Resisting media marginalisation: Black women's digital content and collectivity" -to be published in Consumption Markets & Culture.
The concept of glocalisation relates to the synthesis of both local and global qualities, including in ways that can result in a degree of international and regional appeal (Hollensen 2017) . In some respects, online technologies liberate individuals from the restrictions of geographical borders and create a perceived borderless virtual place, where they can feel connected to people much further afield (Belk 2013 Representations of Black people in US content seem to play a significant role in the media experiences of all of those interviewed, although their narratives indicate a sense of discord regarding the hegemony of such images, as Rachel insinuated:
Really, I think I just ignored British TV. You'll be like 'oh there's like a Black person or a Black woman on TV!' but they're not necessarily like you, or a lot of the time our images come from America, so there's kind of this culture of like, American Black women, that has kind of been fed to us in Britain. We Sobande, F., Fearfull, A., and Brownlie, D. (Forthcoming, 2019) 
Resisting marginalisation: re-embodied collectiveness and corporate co-optation
The online activity of 19 of the 23 interview participants seemed to have been motivated by wanting to support alternatives to mainstream British media, namely online content produced by, about, and for Black people (particularly Black women).
Motivations behind the internet activity of other participants were more ambiguous and they did not make as declarative statements about how social media provides images and experiences which are absent from British mass-media. Taking into consideration that 'political intent is not a precursor to political action' (Gabriel 2016 (Gabriel , 1623 , it is imperative to recognise that some of the experiences of the interview participants referenced in our paper, are reflective of counterhegemonic media practices.
Over the last several years, numerous creative, digital and media-oriented Consumer culture 'can be highly symbolic and often the meanings that consumers create collectively can be beyond the control of marketers' (Parsons and Maclaran 2009, 11) . The ascent of social media has resulted in marketers not only attempting to control consumer meaning-making, but also trying to incorporate usergenerated content into their own advertising. While this can involve influential social media users and micro-celebrities (Abidin 2018; Cocker and Cronin 2017) Ruby is involved in a collective of women of colour, who:
…didn't really think that we had a platform to share our voices and didn't see representation of ourselves as normal young women of colour within the media', so created a 'kind of hub'.
Ruby also said:
I don't see many Black women on British TV or film but if I do see them, they're, like, throw away characters. A friend of mine created a little report on Black women for a channel and it had like 20-something million views shared, and they said as soon as the idea was pitched, they knew it would pick up, because Black women share and create the most content about themselves […] so when we get approached by all these huge like, arts organisations, to do stuff […] sometimes I feel like […] are they actually doing it 'cause they really want to help us and want our voices to be heard, or are they tapping into a market or a group that they can't connect with?
The scepticism expressed by Ruby is not surprising given the potential for cynical inclusion practices within management, as expressed by 'gurus' such as Kaplan (Kaplan and Donovan 2013) . Gowler (2015) , drawing on a survey of 1,800 managers conducted by HR Magazine reported that, while 52% of all managers expressed their belief that diversity is 'very' or 'extremely' important, 38% of junior managers and 5% of senior managers view assessment of diversity as a 'tick box' exercise -an aggregate of 26%.
We would argue that, in these figures, the 38% is of primary importance because these are the managers who will be making the more important decisions in the future.
Paraphrasing Ruby above, their apparent lack of commitment to 'wanting to help the voices of people such as those participating in our study to be heard' should be a matter for serious concern, and not simply due to the possible business implications of this, but more pertinently, given the social ramifications.
The rise of prosumer capitalism with the expansion of social media and online content-sharing, has powered forms of market exploitation and control that are characterised by unpaid and unacknowledged labour (Ritzer and Jurgenson 2010) .
There is no shortage of examples of how the digital labour of Black women influences commercial and cultural trends (Nielsen 2017a) , including the concepts of 'woke' marketing and social media 'wokefluencers', that have become embedded in industry rhetoric (Richmond 2017) . As Ruby hinted at, the online contributions of Black women who represent themselves in ways that mainstream media rarely do, can lead to their digital re-embodied and resistant presence being mined for marketing inspiration, and their work being monetised without them being compensated. As such, this paper emphasises how digital environments can simultaneously aid and Sobande, F., Fearfull, A., and Brownlie, D. (Forthcoming, 2019 ) "Resisting media marginalisation: Black women's digital content and collectivity" -to be published in Consumption Markets & Culture.
limit potentially oppositional media practices; stressing the restricted nature of online experiences that may be regarded as liberating.
Elements of interview participants' experiences arguably reflect a digital oppositional gaze (hooks 1992) and indicate online attempts to challenge their structural marginalisation amidst media and marketplace spheres (Ekpo, DeBerrySpence, Henderson and Cherian 2018 ). Yet, any potentially resistant and liberating qualities of such experiences can be denuded through forms of corporate co-optation; Black women's online content being (mis)used and (mis)appropriated by commercial entities that fail to credit or consult the creator(s) of the original source.
Reworking media: from the digital screen to the television industry
Based on key themes that emerged from the interviews and which are discussed in this 
Solene DuBois mentioned coming across The Misadventures of Awkward Black
Girl, featuring its author-star -Issa Rae, as the character of Jay:
This was a few years ago, but when I was at university, I discovered this web- As Warner (2016, n.p.n.) acknowledges, the transition to mainstream television that The
Misadventures of Awkward Black Girl has undergone, yielded 'tensions in generating audience comfort through the split lens of universality and cultural specificity', such as due to the pursuit of mass-appeal and a cross-over audience (Grier, Brumbaugh, and Thornton 2006; Nielsen 2017b with Awkward Black Girl it was so funny and it was so awkward and it was so, like, this could happen to anyone, and it was very light-hearted and didn't take itself too seriously […] so with Insecure now having a big budget and being set in LA as well […] I think that the narrative will still be the same because she is at the centre of it, she's writing it and starring in it so she's got it sorted, but I would have loved to have known what the politics were in, like, the writers' room. Like, does she ever pitch something and someone says actually 'no, I'm putting money into this and I don't like this'. Like I've had my friends Sobande, F., Fearfull, A., and Brownlie, D. (Forthcoming, 2019 ) "Resisting media marginalisation: Black women's digital content and collectivity" -to be published in Consumption Markets & Culture.
who are writers, tell me they've been told 'oh, this racism isn't funny enough, it's a bit too on the nose. Can it be a bit more LOL?', rather than serious.
The success of Insecure (Rae 2015) , which grew from a web-series, evidences how online content created by Black women is increasingly influencing mainstream media landscapes. Although, as Ruby suggests, as the DIY digital contributions of Black women move into more mainstream domains, their once relatable and countercultural credentials, may diminish, or come to be seen as part of a cynical attempt to appease and attract 'diverse' audiences.
Conclusion
In response to calls for more research regarding race, the marketplace, experiences of marginalisation and associated coping mechanisms (Crockett, Grier, 
